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Abstract 
This study postulates that strategies with ulū al-albāb enabled companies to sustain 
competitive advantage. Profit maximisation and cost minimisation are common objectives for 
business entities. The study of management policy and corporate strategy has incorporated 
this element, but that is the only driving force to sustain competitive advantage and 
sustainable development. This study explores the effects of ulū al-albāb in the strategies 
practiced by companies for sustainable competitive advantage. The study found that the 
effects of ulū al-albāb are in the knowledge management for organisational learning to 
sustain talents, preservation of assets, and humanised approach in business networking.  
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INTRODUCTION 
Strategic management is a capstone subject in business studies. It is taught at undergraduate 
as well as postgraduate levels of business management discipline. After studying all 
functional subjects like finance, accounting, economics, marketing, decision science, 
languages, and numerical subjects, strategic management integrates all the functional 
knowledge into case analysis and case writing. 
 
Profit maximisation and cost minimisation are common objectives for business entities. The 
study of management policy and corporate strategy has incorporated this element, but that is 
the only driving force to sustain competitive advantage and sustainable development. This 
study explores the effects of ulū al-albāb in the strategies practiced by companies for 
sustainable competitive advantage. 
 
FINDINGS 
This part presents the findings of content analysis on the secondary sources of the selected 
companies.  
 
Company Nature Consultants 
Gadang Construction Syakina Osman 
AzZain Retail Jannah Diyana  
TH Travel Tourism Elly Baiti  
Ayamas Food Amalina Farah 
PRiMA Real Estate Maryam & Co 
Ramly Food Suhail Sadaf 
Thales Construction Fathi Arif 
ASK Event services Sayed Tanvir 
HUL Consumer products Zohaib Mahbub 
SP Construction Abdiqani 
Dyson Electronic Afnan Kuyateh 
Sawary Energy Basit MBSA 
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Adabi Food Jasmine Inas 
99Speedmart Retail Naufal Essa 
  
The analysis is focusing on the effects of ulū al-albāb in the strategies practiced by 
companies for sustainable competitive advantage 
 
Company Corporate 
strategy 
Business 
strategy 
Functional 
strategy 
Strengthen Reinforcement Effects 
Gadang Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
AzZain Market 
penetration 
Best-cost Value 
driven 
Strategic 
alliances 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
TH Travel Market 
penetration & 
diversification 
Best-cost Value 
driven 
Strategic 
alliances  
Ibadah & 
Ummah 
Loyalty & 
eco system 
Ayamas Market 
penetration 
Best cost Value 
driven 
Vertical 
integration 
(backward & 
forward) 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
PRiMA Market 
penetration 
Focus 
differentiation 
Value 
driven 
Competencies 
& concession  
Responsibility Compliance 
Ramly Market 
penetration, 
product 
development 
& 
diversification 
Broad 
differentiation 
Value-
driven 
Vertical 
integration 
(backward & 
forward) 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
Thales Horizontal 
integration 
Focus 
differentiation 
Value 
driven 
Strategic 
alliances  
Responsibility Compliance 
ASK Market 
penetration, 
product 
development 
& 
diversification 
Broad 
differentiation 
Value-
driven 
Strategic 
alliances  
Service 
quality 
Loyalty & 
eco system 
HUL Market 
penetration, 
product 
development 
& 
diversification 
Cost 
leadership 
Cost driven Vertical and 
horizontal 
integration 
Responsibility Loyalty & 
eco system 
SP Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
Dyson Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
Sawari Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
Adabi Market Broad Value- Vertical Halalan Loyalty & 
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penetration, 
product 
development 
& 
diversification 
differentiation driven integration 
(backward & 
forward) 
Toyyiban 
Quality 
eco system 
99Speedmart Market 
penetration, 
product 
development 
& 
diversification 
Broad 
differentiation 
Value-
driven 
Vertical 
integration 
(backward & 
forward) 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
 
DISCUSSION 
The companies can be divided into construction, retail, food, services, property and 
specialised services.  
 
Construction 
There is only one company in construction. The emphasis is on intensity strategy with broad 
differentiation in the contexts of cost saving and quality compliance. Effects of ulu al-albab 
are on experience, expertise and networking. 
 
Company Corporate 
strategy 
Business 
strategy 
Functional 
strategy 
Strengthen Reinforcement Effects 
Gadang Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
 
Retail 
In retail sectors, the corporate strategies are mainly intensity, integration and diversification 
strategies. However, there are different business strategies of AzZain, HUL and 
99Speedmart. For HUL is on cost leadership, 99SpeedMart on broad differentiation and 
AzZain on best cost. In terms of functional strategy, most of them are on value driven.  All 
the strategies are strengthened by horizontal and vertical integration with the reinforcement of 
quality or value driven. As for the effects of ulu al albab are on loyalty and ecosystem. In 
other words, customer loyalty and good ecosystem are essential to sustain competitive 
advantage of the companies in the retail sector. 
 
Company Corporate 
strategy 
Business 
strategy 
Functional 
strategy 
Strengthen Reinforcement Effects 
AzZain Market 
penetration 
Best-cost Value 
driven 
Strategic 
alliances 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
HUL Market 
penetration, 
product 
development 
& 
diversification 
Cost 
leadership 
Cost driven Vertical and 
horizontal 
integration 
Responsibility Loyalty & 
eco system 
99Speedmart Market 
penetration, 
product 
development 
& 
Broad 
differentiation 
Value-
driven 
Vertical 
integration 
(backward & 
forward) 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
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diversification 
 
Food 
In food industry, at corporate level, there are essentially survived on intensity, integration and 
diversification strategies. Likewise, their competitive advantage is driven by uniqueness or 
differentiation. They are mainly operating with broad differentiation. The strategies are 
strengthened by integration strategies with the quality emphasis. In terms of ulu al-albab 
effects, they are embedded in the loyalty and ecosystem. 
 
Company Corporate 
strategy 
Business 
strategy 
Functional 
strategy 
Strengthen Reinforcement Effects 
Ayamas Market 
penetration 
Best cost Value 
driven 
Vertical 
integration 
(backward & 
forward) 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
Ramly Market 
penetration, 
product 
development 
& 
diversification 
Broad 
differentiation 
Value-
driven 
Vertical 
integration 
(backward & 
forward) 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
Adabi Market 
penetration, 
product 
development 
& 
diversification 
Broad 
differentiation 
Value-
driven 
Vertical 
integration 
(backward & 
forward) 
Halalan 
Toyyiban 
Quality 
Loyalty & 
eco system 
 
Services 
In services, at corporate level, there are essentially survived on intensity, integration and 
diversification strategies. Likewise, their competitive advantage is driven by uniqueness or 
differentiation. They are mainly operating with broad differentiation. The strategies are 
strengthened by integration strategies with the quality emphasis. In terms of ulu al-albab 
effects, they are embedded in the loyalty and ecosystem. 
 
Company Corporate 
strategy 
Business 
strategy 
Functional 
strategy 
Strengthen Reinforcement Effects 
TH Travel Market 
penetration & 
diversification 
Best-cost Value 
driven 
Strategic 
alliances  
Ibadah & 
Ummah 
Loyalty & 
eco system 
ASK Market 
penetration, 
product 
development 
& 
diversification 
Broad 
differentiation 
Value-
driven 
Strategic 
alliances  
Service 
quality 
Loyalty & 
eco system 
 
Specialised 
In sepcialised services, at corporate level, there are essentially survived on intensity and 
integration strategies. Likewise, their competitive advantage is driven by uniqueness or 
differentiation. They are mainly operating with broad and focused differentiation. The 
strategies are strengthened by integration strategies with the quality emphasis. In terms of ulu 
al-albab effects, they are embedded in experience, expertise, and networking. 
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Company Corporate 
strategy 
Business 
strategy 
Functional 
strategy 
Strengthen Reinforcement Effects 
Thales Horizontal 
integration 
Focus 
differentiation 
Value 
driven 
Strategic 
alliances  
Responsibility Compliance 
Dyson Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
Sawari Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
 
Property 
In property, at corporate level, there are essentially survived on intensity and integration 
strategies. Likewise, their competitive advantage is driven by uniqueness or differentiation. 
They are mainly operating with broad and focused differentiation. The strategies are 
strengthened by integration strategies with the quality emphasis. In terms of ulu al-albab 
effects, they are embedded in experience, expertise, and networking. 
 
Company Corporate 
strategy 
Business 
strategy 
Functional 
strategy 
Strengthen Reinforcement Effects 
PRiMA Market 
penetration 
Focus 
differentiation 
Value 
driven 
Competencies 
& concession  
Responsibility Compliance 
SP Market 
penetration & 
product 
development 
Broad 
differentiation 
Cost-saving Joint venture 
& acquisition 
Quality, safety 
& 
trackrecords 
Experience, 
expertise, 
networking 
 
When these companies are essentially survived on intensity and integration strategies driven 
by uniqueness or differentiation and strengthened by integration strategies with the quality 
emphasis, the ulu al-albab effects are embedded in experience, expertise, and networking. 
This is to be done to face some dynamism in responding to humanity and environment get 
things done in organisations (Zaidi et al, 2018; Bakar et al, 2011; Warszawski, 1996). They 
are more concern with the delivery of value to stakeholders (Zaidi et al, 2018; Bakar et al, 
2011; Warszawski, 1996). The responsibility tadabbur (getting insights) and masuliyyah 
(responsibility) in istadamah or sustainability (Sarif, 2014; Sarif, 2015; Hassan, 2010). 
 
CONCLUSION 
Strategies with ulū al-albāb enabled companies to sustain competitive advantage. While 
profit maximisation and cost minimisation are common objectives for business entities, there 
are effects of ulū al-albāb in the strategies practiced by companies for sustainable 
competitive advantage. The study found that the effects of ulū al-albāb are in the knowledge 
management for organisational learning to sustain talents, preservation of assets, and 
humanised approach in business networking.  
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